This study aims to examine the effectiveness of the communication of the region of origin -through either pictorial or pictorial-textual formats -in print advertising messages for wine bearing a GI label. An experimental design was used to manipulate the region of origin presentation in print advertisement (absent vs pictorial vs pictorial-textual) while measuring participants' attitude towards advertisement and purchase intention (dependent variables). Results provide empirical support to the appropriateness of highlighting the geographical area, by combining textual-pictorial cues, to induce a positive attitude towards advertisement and purchase intention in wine consumers. The study makes a new theoretical contribution in the field of communication about wine bearing a GI label, since the persuasive effect of the geographical area has not been systematically tested in an advertising context. Although the wine's place of origin is its signature to many consumers, there is no strong evidence on the effectiveness of conveying the values of such a place through its picture and/or name. For marketing practitioners, the study highlights the opportunity to use extrinsic advertising cues that leverage intangible wine values combining pictorial-textual formats.
Introduction
The link between a geographical area and a food product has different meanings for consumers. It can evoke authenticity, tradition (Ilbery & Kneafsey, 1998) , the sense of nostalgia for past times in contemporary society (Gilg & Battershill, 1998) and it can stand for health and safety (Kim, 2008; Mørkbak, Christensen, & Gyrd-Hansen, 2010) . All these denotations create a unique identity for food products (van Ittersum, Candel, & Meulenberg, 2003) , contributing to reducing risk perception in food consumption, as they overcome consumers' concerns on where products come from and how they have been produced.
Given the importance of the role played by the geographical area, wine producing countries issued various regulations concerning the production and the certification of origin (Balestrini & Gamble, 2006; Anna Guidry, Babin, Graziano, & Joel Schneider, 2009) . For example, the European Union introduced Geographical Indications (GIs) to protect the quality and image of wines from traditional producing areas (Anna Guidry et al., 2009; Luceri, Latusi, & Zerbini, 2016) . GIs connect the characteristics of the product (quality, reputation, etc.) to the place of origin through the specification of traditional methods of production and/or local raw ingredients. They act as a regulated extrinsic quality cue (Dimara & Skuras, 2003) , supporting product differentiation on a regional basis. In sum, the aim of the European GI scheme is to offer strategic opportunities to local productive systems with a strong cultural and natural heritage associated with product quality attributes (Boyazoglu, 1999; Türkekul, Günden, Abay, & Miran, 2010; Sanz-Cañada & Muchnik, 2011) . These regulations partially explain the difference between the "Old World" and the "New World", widely recognized in the literature (Balestrini & Gamble, 2006; Anna Guidry et al., 2009; Lockshin & Corsi, 2012; Bruwer & Buller, 2013; Moulard, Babin, & Griffin, 2015) . "Old World" producers (European countries like France, Germany, Italy, Portugal, and Spain) benefit from the close tie between wine quality and place, and have strict regulations concerning production practices. On the other hand, "New World" producers (Australia, USA, South America and Eastern Europe) have not long-established history of wine production and, even if they now produce good quality wine, they employ practices forbidden by some European regulations, notably those in France, which is the world's leading producer and consumer of quality wines (Balestrini & Gamble, 2006) . Economic and marketing literature has extensively explored the GIs topic, given its relevance in agri-food business in terms of extent and implications (Souza Monteiro & Ventura Lucas, 2001; Bonetti, 2004) . Various studies have investigated the ability of these labels to shape consumers' perception of, and choice of, food products (e.g., Bernabéu, Díaz, Olmeda, 2010; Lentz, Holzmüller, & Schirrmann, 2006; Orth, McGarry Wolf, & Dodd, 2005; Menapace, Colson, Grebitus, & Facendola, 2011) . As a matter of fact, certification of origin emerged as the most effective modus to express the values associated with such an origin to consumers. This role is especially evident with reference to wine, which is closely tied to place. Indeed, the wine's place of origin is its signature to many consumers (Anna Guidry et al., 2009) . In contrast, little attention has been paid to investigating the persuasion effect of the place of origin in the communication of wines. This paper seeks to address the need for further empirical research on the opportunity to communicate the region of origin (through either pictorial or textual format, or both) in print advertising messages for wines bearing a GI label. In addressing this topic, the study has theoretical and practical implications contributing to a deeper understanding of the effectiveness of extrinsic advertising cues that leverage intangible wine values.
The remainder of the article is organized as follows. It commences by reviewing the relevant literature and stating the research hypotheses. Then, methodology and empirical results are presented. The subsequent section discusses the numerical results, highlights theoretical and managerial implications. Finally, limitations are noted and directions for further research are suggested.
Literature Review
Two streams of extant literature are reviewed in this section to gain insights into the communication of GIs labelled wine. The first stream acknowledges the influence of the place of origin on the consumers' purchasing decision process; the second stream reassumes published research papers on pictorial and textual advertising strategy.
From the Country-of-Origin (COO) Effect to the Region-of-Origin (ROO) Effect
A substantial body of marketing literature on COO from the Sixties to the present has showed that it affects consumers' perceptions and evaluations. Systematic research on this topic began with the seminal work of Schooler (1965) . COO effects have been found for general products, specific categories of products, and even for certain brands. Roth and Romeo (1992) suggested that perceptions of country image differ across product categories. In the case of wine, COO is strongly meaningful and relevant, because it is quintessentially a product related to a territory, even if that territory is as widely defined as a country (Balestrini & Gamble, 2006) .
Studies on the effects of the place of origin and, by extension, appellations of origin represent one of the most prolific research streams in wine literature in the last decade (Lockshin & Corsi, 2012) . Typically, the wine literature classifies place of origin effects under the rubric of region and the French term "terroir" (Anna Guidry et al., 2009; Moulard et al., 2015) . The wine's technical terroir refers to the topographical elements restricted to the location where the grapes were actually grown (Ballantyne, 2011; Beverland & Luxton, 2005; Van Leeuwen & Seguin, 2006) . Its importance is clearly recognized in the public attempts to protect typical wines (Anna Guidry et al., 2009) . For example, terms commonly referring to wines, such as Bordeaux, Barolo, Burgundy, Chianti, Champagne, are in reality geographical locations each associated with a type of wine. Duhan, Kiecker, Areni and Guerrero (1999) noted that the unique characteristics of wine markets make consumers particularly sensitive to information about origin. First, since there are so many different wines and brands competing for attention in retail outlets, consumers are likely to use decision heuristics and extrinsic cues such as price or origin to inform their choice. Second, the origin of wines is often perceived (rightly or wrongly) as an indicator of quality. As a result, origin information can be an indicator of quality, because the product cannot be consumed to assess for quality prior to purchase, and the place of origin effect is likely to be very prominent in explaining wine consumers' behaviour (Elliott & Cameron, 1994; Schaefer, 1997; Lockshin & Hall, 2003; Balestrini & Gamble, 2006; Moulard et al., 2015) . There is a general consensus in the literature that the COO, ROO or the technical terroir adds value to the wine and they may also support a premium price positioning. In reviewing the literature, Perrouty, d'Hauteville and Lockshin (2006) found that less experienced consumers pay more attention to wine origin cues, and it has been observed (Combris, Lecocq, & Visser, 1997; D'Alessandro & Pecotich, 2013 ) that even wine experts can be strongly influenced by the information of the region of origin when tasting a wine. Lockshin and Corsi (2012) showed that the COO or ROO are key wine choice drivers, and are even more important for higher involved buyers. Veith and Lianu (2013) demonstrated that the origin of the product influences the buying decision process, even if it is not the real origin but the perceived one. Balestrini and Gamble (2006) , in their research on Chinese wine consumers, confirmed an earlier research in Western studies, which indicated that consumers tend to use extrinsic cues such as COO, price and brand for wine quality assessment. Lastly, Moulard et al. (2015) suggested that wine's perceived authenticity mediates the effect of country of origin.
Pictorial and Textual Advertising Strategy
The effect of advertisement presentation patterns on attitudes and purchase intentions has been investigated in literature, showing that the way consumers perceive information influences their buying behaviour (e.g. Schlosser, 2003) . There are three ways to advertise a geographical area in print media: through pictorial cues or textual claims or a combination of the two. Visual information in advertising is recognized as more effective, since consumers remember them more easily compared to the textual form (e.g. Mitchell, 1986; Jae, Delvecchio, & Cowles, 2008) . The explanation is based on the dual-coding theory, that distinguishes two separate mental systems, or codes, when processing information: one represents and processes language (the verbal code) and the other processes non-linguistic objects and events (the nonverbal code) (Paivio, 1986; Sadoski & Paivio, 2004) . Together, the two codes account for knowledge of language and knowledge of the world. Further studies based on the dual-coding theory restated that the image presentation mode outperforms the text-only presentation mode in terms of better recall of brand names and product images (Hong, Thong, & Tam, 2004) . Moreover, pictures facilitate the processing of messages and their meaning is connected more directly than in the case of words (Luna & Peracchio, 2003; Paivio, 1971; Unnava & Burnkrant, 1991; Carr, McCauley, Sperber, & Parmelee, 1982) . Another important feature of pictures is their affective valence, thus evoking a strong emotional reaction (e.g. Bradley, Greenwald, Petry, & Lang, 1992; Lang, Greenwald, Bradley, & Hamm, 1993; Hsee & Rottenstreich, 2004; Lee & Ariely, 2009; Lieberman, Gaunt, Gilbert, & Trope, 2002) . Despite these general results, some studies showed that the product category moderates the effect of pictures on consumers' memory and emotional response. For example, Kim and Lennon (2008) demonstrated the superiority of textual information for clothing products.
Further evidence indicates that the integration of picture cues with textual cues in print ads can enhance advertising impacts. The picture-text presentation mode, where an advertisement's headline merges with its pictorial content (pictorial-textual resonance), positively influences the advertisement liking, brand attitude and unaided recall of the headline (McQuarrie & Mick, 1992 . As a consequence, the coordination of words and images is a strategy that can further improve the effectiveness of advertising messages. Therefore, advertising the place of origin through a picture-text presentation should add value to the message and affirmatively impact on consumers' brand attitude and purchase intention.
A recent study by Luceri et al. (2016) investigated the effectiveness of highlighting the geographical areathrough either pictorial or pictorial-textual formats -in print-advertising messages for European Union Geographical Indication quality-labelled products. The paper considered two types of GIs (Melinda PDO apple and Valtellina PGI bresaola), showing a significant main effect of the region of origin presentation on purchase intention. Moreover, the presentation of the region of origin through pictorial-textual cues led to more positive responses than communication based just on pictorial cues.
That being stated, the following hypotheses are formulated:
H1. Advertising the region of origin in pictorial form has a greater effect on consumers' (a) attitude towards the advertisement and (b) purchase intention for wines bearing GI labels than the absence of references to the region of origin in the advertisement.
H2. Advertising the region of origin by combining pictorial and textual form has a greater effect on consumers' (a) attitude towards the advertisement and (b) purchase intention for wines bearing GI labels than the absence of references to the region of origin in the advertisement.

H3. Advertising the region of origin by combining pictorial and textual information has a greater effect on consumers' (a) attitude towards the advertisement and (b) purchase intention for wines bearing GI labels than the use of just pictorial cues in the advertisement.
Materials and Methods
A between-subject experimental design was used to manipulate the region of origin presentation in print advertisement (absent vs pictorial vs pictorial-textual) while measuring the participants' intention to buy the advertised GI wine (Barolo) and attitude towards the advertisement (dependent variables).
The presentation of the region of origin was manipulated using an actual print advertisement, and three stimuli advertisements were created using Photoshop software: (a) without any reference to the region of origin, either pictorial or textual; (b) with a picture of the region of origin; and (c) with a picture and textual information about the region of origin. Specifically, for (a) the advertisement used a picture of a generic natural landscape without any reference to the wine's region of origin; for (b) the advertisement used a picture of a landmark from the wine's region of origin (i.e. the vineyards of Fontanafredda -Piedmont); for (c) a textual reference to the region of origin was added to the picture used in (b) (i.e. the name Fontanafredda).
Three hundred undergraduate students (48% male and 52% female; average age 24.97, SD=4.07) from a large university in the north of Italy were involved in the experiment. After agreeing to participate, subjects were randomly assigned to one of the three experimental conditions.
The study was conducted in a laboratory setting. Each participant was given a booklet containing one full-page advertisement, a questionnaire including questions on the key dependent variables and questions about demographic profile. Participants reported their responses after viewing the advertisement.
Attitude towards the advertisement was assessed through five-item scale developed by Lee and Mason (1999) . Statements were on a 5-point Likert scale (1 = completely disagree; 5 = completely agree). These scales were "I dislike the ad", "The ad is appealing to me", "The ad is attractive to me", "The ad is interesting to me", "I think the ad is bad". A reliability analysis carried out on these five items showed a Cronbach's alpha of 0.845. The purchase intention was measured using three 7-point scales, each anchored by 1 = "unlikely" and 7 = "likely". These scales were "How likely is it that you will consider this brand the next time you purchase the product?", "The next time I consider purchasing the product, I will enquire about this brand" and "The next time I buy the product, I will buy this brand" (adapted from Putrevu, 2008 by Wyllie, Carlson, & Rosenberger, 2014 ). An index of purchasing intention was obtained by averaging the scores on each scale (Cronbach's α= 0.838).
Data analysis was performed using the IBM SPSS statistical software (release 24.0).
Research Results
One-way ANOVA and, when applicable, the Welch tests were used to test the formulated hypotheses. Specifically, when equal variances were assumed, variables were compared by means of ANOVA and Tukey post hoc tests. When equal variances were not assumed, variables were compared by means of the Welch test and Tamhane post hoc test.
The cell means and standard deviations of the variables of interest are reported in Table 1 with reference to attitude towards the advertisement and purchase intention as dependent variables.
As Table 1 shows, the mean score for attitude towards the advertisement was higher when the region of origin was present (M = 15.08 for pictorial presentation and M = 16.47 for pictorial-textual presentation) than when it was absent (M = 14.97). The ANOVA test showed a significant difference among the groups (F(2,297) = 3.828, p<0.05) and post hoc test revealed that such a difference is between "absent" and "pictorial-textual" region of origin presentation (Table 2) . Therefore, H2(a) is supported, while H1(a) and H3(a) are not supported. The mean score for purchase intention was higher when the region of origin was presented in pictorial-textual form (M = 13.00) than when it was absent (M = 10.07) or presented in pictorial form (M = 9.88) ( Table 1 ). The Welch test result (F(2,194) = 19.642, p<0.05) showed that purchase intention differed significantly among the three groups. Specifically, according to post hoc test (Table 2 ), the differences were two: "absent" vs "pictorial-textual" and "pictorial" vs "pictorial-textual". Therefore, purchase intention is greater when the region of origin is presented in pictorial and textual form compared to the other forms of presentation. Hence H2(b) and H3(b) are supported, while H1(b) is not supported.
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Discussion
Wine is the most differentiated of all agriculturally-based consumer products, with long traditions that make the place of origin particularly significant in the consumers' buying decision process. The area of production presents positioning opportunities, thus creating a sustainable competitive advantage. The EU GI schema captures this connection: the role of GIs is to make wines from a region recognisable for a particular quality and as unique to that region (Moran, 1993) . As a result, place name and production become integrated (Henchion & McIntyre, 2000) , with the opportunity to highlight the geographical area as a source of differentiation in the communication of GI wines. To this end, a variety of cues can be exploited: specific landscapes, cultural traditions, historic monuments etc. Nevertheless, the ability of the place of origin to increase consumers' purchase intention has not been systematically tested in an advertising context with reference to wine. The aim of the present study was to fill this gap and to deepen the knowledge on the communication effectiveness of the region of origin in print advertising messages for wine bearing a GI label. Overall, it provides empirical support to the appropriateness of highlighting the geographical area by combining textual -pictorial cues to induce a positive attitude towards the advertisement and purchase intention in consumers.
The extrinsic advertising cues that leverage intangible product values -that is to say, the region of origin -are found to create value. As a matter of fact, the geographical area exerts a more favourable influence on consumers' purchase intention when it is conveyed in pictorial-textual format rather than just in a pictorial one or when there is no reference to it in the advertisement. The presentation of the region of origin combining pictorial and textual cues also leads to a more positive effect on consumers' attitude towards the advertisement than when there is no reference to it in the advertisement. Last but not least, communicating the region of origin through pictorial cues does not lead to more favourable responses than when there is no reference to it in the advertisement.
The study has implications for both academics and practitioners.
For marketing researchers, by addressing a topic thus far unexplored in the wine literature, it contributes to a deeper understanding of the persuasive effect of the place of origin in a print advertising context. Key implications are the validation of the pictorial-textual superiority effect, which has been speculated about in previous advertising research (e.g. McQuarie & Mick, 1992; and verified by Luceri et al. (2016) with reference to PDO apples and PGI bresaola. Specifically, the persuasion effect of the geographical area is more effective when pictorial cues are combined with textual claims (versus the mere pictorial format). Differently from what was hypothesized, the presentation of the region of origin through pictorial cues does not lead to more positive responses than when there is no reference to it in the advertisement. Such a finding is in contrast with that of Luceri et al. (2016) , indicating that in the context of wine highlighting the geographical area through pictorial format is insufficient.
For marketing professionals, the study provides practical insights to optimize the place of origin effect in the wine sector advertisements. First, presenting the geographical area is important, as it affects both the attitude towards the advertisement and the purchase intention. Second, the study provides empirical support to the importance of the pictorial-textual coordination strategy in print media advertisements. Finally, establishing associations with the region of origin may be a useful communication strategy both in the domestic market and in the export markets for producers. Furthermore, regional image can be better exploited bundling together several GI labelled products of that region (i.e. wine, cheese, meat, fruit). Obviously, they must share the same values of their region of origin and these values have to be symbolized by the same specific landmark.
Limitations and Future Research Recommendations
This study is subject to limitations that provide avenues for future research.
First, it was considered a well-known PDO wine (Barolo) with a strong link with the region of origin (Piedmont). Therefore, other types of typical wine (for example PDO vs PGI; well-known typical wine vs less known typical wine) should be considered.
Second, just one manipulation was used in the experimental design. The message might be conveyed in other ways, given the variety of possibilities for creative advertising and the variety of landmarks that may exist in the region of origin. Future researchers are thus encouraged to employ alternative methods of execution (for pictorial and pictorial-textual cues) to further validate the persuasive results here reported.
Third, this study considered just print advertising. Future research may involve other communication media, in light of the rising importance of new media (e.g. social networks, mobile apps). This is useful to have a general overview of the effectiveness of communicating the region of origin to influence attitude towards the advertisement and purchase intention.
Fourth, this research is subject to potential sample composition issues, as it is focused on a student target. The use of a convenience sample may have compromised its representativeness given that students may care mostly about price and not so much about the origin of the wine. Therefore, further studies are recommended to extend the investigation to a larger sample that is representative of the national population.
Finally, the study ignores the individual knowledge factor that might provide insights to further understand the conditions that qualify the persuasion effect of the geographical area on consumers with different levels of experience of wine bearing GI labels. Future research is encouraged to integrate variables as the consumers' familiarity with the region, the product and GI labels, as they are highly significant variables in the wine sector. As a matter of fact, there is evidence that the place of origin effect is stronger for purchasers with a better knowledge of GI schema and prior awareness of regional products bearing these labels (e.g., Chamorro et al., 2015) .
